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Chapter 1 


Introduction 


The concept of nation building has expanded to include more than only the establishment of 
political systems and territorial integrity in today's globally interconnected globe. A country's 
reputation abroad affects its ability to attract investors, visitors, and skilled workers, as well as its 
sense of self and place in the world. Policymakers and governments around the world are 
increasingly focusing on destination branding as a strategic instrument for nation building to 


improve their countries' reputation in the international community. 
y 


Using the United Arab Emirates (UAE) and Nigeria as case studies, this dissertation examines the 
impact of destination branding on nation building in two very different yet economically 
significant nations. The United Arab Emirates, a confederation of seven emirates on the Arabian 
Peninsula, has gone from an oil-dependent economy to a vibrant centre for trade, tourism, and 
innovation thanks in large part to its successful branding as a tourist destination. However, despite 
its abundance of natural riches and cultural history, Nigeria confronts special difficulties in 


leveraging destination branding for long-term national benefit. 


This research will investigate the elements that have led to the success or failure of the United 
Arab Emirates and Nigeria in their nation-building efforts by taking a close look at their various 
strategies, policies, and marketing campaigns. Understanding the role branding plays in shaping 
national identity and worldwide perception can be improved by comparing and contrasting how 


these countries brand their respective tourist destinations. 


This study aims to make a significant contribution to the growing body of knowledge on the 
relationship between destination branding and nation building by examining the pros and cons of 
branding in two different settings, providing useful insights that can motivate and direct future 


branding efforts in a wide range of countries. 


1.1 Background of the Study: 
Destination branding has become increasingly important in today's globalized world as a means 
for countries to promote their identities, draw in tourists, and boost their economies. The term 


"nation-building" refers to the process of improving a country's reputation at home and abroad so 


that its citizens, businesses, and visitors have favorable impressions of it. (Almeyda-Ibafiez, 


George, & Marketing, 2017). 


This study compares two very different nations—the United Arab Emirates (UAE) and Nigeria— 
to shed light on the significance of destination branding in the process of nation-building. Choosing 
these two countries presents a fascinating opportunity to examine the effects of destination 


branding in two very different cultural, economic, and political settings. 


In this research, we'll look at how the United Arab Emirates (UAE) and Nigeria (NG) have used 
branding as a tool for national development and in attracting tourists, respectively. Specifically, 


we will be discussing: 


1. Historical Context: Recognizing the role that destination branding has had in shaping the United 
Arab Emirates' (UAE) and Nigeria's (NG's) respective identities around the world. 


2. Economic Impacts: Analyzing the impact of destination branding initiatives on GDP, FDI, and 


tourism receipts in each nation. 


3. Sociocultural Perceptions: How destination branding affects public opinion, cross-cultural 


understanding, and national pride and unity is examined. 


4. Geopolitical Considerations: Studying the effects of destination branding on international 


diplomacy, soft power, and cooperation. 


5. Challenges and Opportunities: In this work, we will examine the challenges that each country 
has faced in its efforts to market itself as a tourist destination and the ways in which those 


challenges might be overcome. 


The purpose of this study is to use a comparative analysis to provide light on the potential of 
destination branding as a tool for nation-building. Understanding how branding activities may 
greatly affect a nation's reputation, perception, and overall development is made clearer when 


readers delve into the details of each country's strategy and outcomes. 


1.2 Problem and Gap: 


The importance of destination branding as a strategy for nation-building has grown as a result of 


fast globalization and growing competition among nations (C. J. M. Zeineddine & society, 2017). 


While everyone agrees that destination branding is important, we still don't know much about how 
that branding works in different countries. To fill this knowledge vacuum, this study compares the 
processes of destination branding in the United Arab Emirates (UAE) and Nigeria (NG), two very 


different countries. 


1.2.1 The Nature of the Issue at Stake: 

The term "nation-building" encompasses a wide range of activities, from the creation of domestic 
institutions to the promotion of a country's image abroad (C. J. M. Zeineddine & society, 2017). 
When it comes to recruiting foreign investments, encouraging tourism, fostering cultural 
exchange, and boosting diplomatic ties in today's globalized world, a country's reputation and 
brand are more important than ever. Positive perceptions of a country's tourist attractions can boost 
tourism spending, national pride, and the country's "soft power" abroad. (Aronczyk, 2013; 


Stephens Balakrishnan & Development, 2008). 


Many variables, such as the destination's history, culture, political stability, heritage, economic 
performance, and the ability to deliver a consistent and compelling message, go into the process 
of building a successful destination brand (Santos, Campo, & Diplomacy, 2014). Developing a 
brand that successfully captures the character of a country while also catering to the varied and 


ever-changing tastes of a global audience is a difficult task. 


1.2.2 Existing Efforts and Knowledge: 

There have been a lot of research done on destination branding and the part it plays in nation- 
building. Some studies have concentrated on particular nations and the branding techniques they 
employ, while others have adopted a more holistic approach, studying branding initiatives on a 
regional or thematic scale (Morgan, Pritchard, & Pride, 2007). Numerous academic works 
highlight the role of destination branding in luring foreign direct investment, increasing tourism, 


and bolstering national pride (Morgan, Pritchard, & Pride, 2011). 


However, in-depth comparative evaluations across nations with drastically diverse cultural, 
economic, and geopolitical origins are typically lacking in the available research. By comparing 
the branding efforts of different countries, we can learn more about the specific obstacles each 


faces and the ways in which successful methods might be applied in other settings. 


1.2.3 What Needs to Be Done: 

This study will compare the United Arab Emirates (UAE) and Nigeria in order to fill a need in the 
existing literature and make important contributions to the fields of destination marketing and 
nation-building in both countries. The study's overarching goal is to discover similar components 
of successful destination branding and the reasons that contribute to varied outcomes by comparing 


the branding strategies of these two countries. 


This study will also look at what can be gained by comparing and contrasting the two countries, 
which could prove useful for policymakers and destination brand managers in other countries. The 
research will utilize both quantitative and qualitative data to give an in-depth and nuanced 


examination of how destination branding has contributed to nation-building in both nations. 


This study's goals are twofold: first, to add to the existing body of scholarly literature on the topic 
of destination branding and nation-building; second, to offer concrete suggestions to policymakers, 
destination marketers, and other stakeholders on how to use branding to advance national 


development and encourage international participation. 


1.3 Research Objectives: 
The objective of the research is to analyze the current state of destination branding in both 


countries. 
1. To examine the role of destination branding on nation building in the UAE and Nigeria. 
2. To compare the strategies and effectiveness of destination branding in the UAE and 
Nigeria. 
3. To explore the cultural and social implications of destination branding on nation building 


in the UAE and Nigeria. 


4. To identify the challenges and opportunities associated with destination branding for nation 


building in the UAE and Nigeria. 


These goals will serve as a map for the study's exploration of how the United Arab Emirates and 
Nigeria may leverage the power of destination branding to advance their respective national 
development agendas. The purpose of this research is to shed light on the significance of branding 


in molding a country's image, encouraging national pride, and attracting foreign investments and 


tourism by exploring the function, tactics, and implications of destination branding. Furthermore, 
by highlighting these obstacles and openings, policymakers and destination managers in both 
nations will be able to create more efficient branding strategies that will contribute to their 


respective nation-building initiatives. 


1.4 Significance of the Study: 

1.4.1 Theoretical Perspective: 

This research has important theoretical implications due to its comparison of the effects of 
destination branding on national development in the United Arab Emirates and Nigeria. The 
project will expand our understanding of destination branding and nation-building by delving into 
the dynamics of branding methods and their results across two distinct national settings. 
Destination branding campaigns are complicated, and this study will help illuminate those 
intricacies and nuances by identifying common features and distinctive aspects that influence their 


effectiveness 


Additionally, the study's comparative methodology will allow researchers to extrapolate results to 
a larger sample of countries, providing a richer knowledge of how destination branding tactics may 
be altered and deployed in various cultural, economic, and geopolitical contexts. Thus, the findings 
of this study will contribute to theoretical understandings of how destination branding might affect 


how people around the world view a place. 


Furthermore, this research holds practical implications for policymakers and government officials 
in both the United Arab Emirates and Nigeria, as well as other nations seeking to strengthen their 
national identity and foster socio-economic development through destination branding strategies. 
By analyzing the successes and challenges of destination branding in the UAE and Nigeria, 
policymakers can gain valuable insights into effective practices and potential pitfalls to avoid. 
Understanding the nuanced factors that contribute to successful destination branding campaigns 
can aid in the formulation of tailored, culturally sensitive, and contextually relevant branding 


initiatives that resonate with local populations while appealing to global audience(Falola, 2022). 


In addition, the study's focus on national development through tourism brand building can serve 
as a rallying cry to governments everywhere to make branding a central part of their own national 


development strategy. This study's findings can serve as a catalyst for policy reforms that boost 


efforts to improve a country's public perception, protect its cultural legacy, and use those qualities 
to their advantage in international markets. A nation's soft power, its ability to attract international 
investments, talented workers, and tourists, and hence to foster positive diplomatic relations and 
create economic possibilities that contribute to long-term sustainable prosperity, is increasingly at 


stake as nations compete for these things (Jago et al., 2010) 


In conclusion, this comparative analysis of destination branding's impact on nation building in the 
United Arab Emirates and Nigeria not only expands our theoretical understanding of these 
concepts but also offers practical insights for policymakers. By shedding light on the complexities 
of destination branding campaigns and their influence on national development, this research can 
guide nations in crafting effective and impactful branding strategies to shape global perceptions, 
attract investments, and promote socio-economic progress. Moreover, the comparative approach 
paves the way for broader applications, allowing researchers to extrapolate findings to diverse 
cultural and geopolitical contexts, enriching our knowledge of how destination branding influences 


global perceptions of places and their potential for growth and prosperity. 


1.4.2 Methodological Perspective: 

This research will utilize a mixed-methods strategy, bringing together qualitative and quantitative 
information to provide a thorough examination of destination branding in the United Arab 
Emirates and Nigeria. The research will triangulate its findings by utilizing multiple data sources, 


such as in-depth interviews, questionnaires, and content analysis of branding materials. 


Future scholars in the field of destination branding might learn from this variety of approaches 
since it demonstrates the usefulness of combining qualitative insights with quantitative data in 
comparison analyses. The study's methodological rigor will make its findings more robust and add 


to the toolset of approaches accessible to researchers of destination branding and related themes. 


In adopting a mixed-methods strategy, this research aims to offer a comprehensive and nuanced 
understanding of destination branding's impact on nation building in the UAE and Nigeria. By 
employing qualitative methods, such as in-depth interviews with key stakeholders, government 
officials, and industry experts, the study can capture rich and contextual insights into the branding 
processes, the motivations behind specific strategies, and the challenges faced during 


implementation. These qualitative data will provide a deeper understanding of the cultural, social, 


and political factors that shape destination branding initiatives, allowing for a more holistic 


interpretation of the results. 


Complementing the qualitative approach, the study will incorporate quantitative data gathered 
through questionnaires and content analysis of branding materials. Surveys administered to 
tourists, investors, and the local population will yield quantitative data on perceptions, attitudes, 
and awareness levels of the destination branding efforts. Additionally, content analysis of branding 
materials, such as promotional campaigns, advertisements, and official websites, will enable 
researchers to objectively assess the messaging, visual representations, and consistency of the 
branding strategies in both countries. The integration of quantitative data with qualitative insights 
will not only enhance the robustness of the findings but also provide a more comprehensive basis 


for cross-country comparisons, enabling a more accurate identification of patterns and trends. 


The mixed-methods approach in this research can serve as a model for future scholars in the field 
of destination branding and related themes. By demonstrating the usefulness of combining 
qualitative and quantitative approaches, it showcases the potential for triangulating data to gain a 
holistic understanding of complex phenomena. The methodological rigor of this study can inspire 
researchers to employ similar strategies in their investigations, allowing for more robust and well- 
rounded findings. Additionally, the research process itself can contribute to refining and expanding 
the toolset of approaches available to scholars studying destination branding, providing valuable 


insights into the practical application of mixed-methods research in this domain. 


1.4.3 Practical/Managerial Perspective: 

The research findings will provide policymakers, destination marketers, and others involved in 
nation-building and branding with crucial managerial counsel from a practical and academic 
perspective. The study will uncover effective practices and lessons gained by comparing the UAE 
and Nigeria's branding efforts, and it will provide actionable advice for countries looking to 


establish or improve their destination brands. 


The findings of this study provide actionable insights that may be used by countries to pinpoint 
the factors that contribute to strong destination branding, such as developing engaging narratives, 
capitalizing on cultural heritage, and promoting public-private collaborations. In addition, 
policymakers will be able to avoid frequent traps and build more effective strategies thanks to the 


study's illumination of potential pitfalls and problems in branding campaigns. 
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Each nation will be able to learn from the other's mistakes and successes, and successful techniques 
can be adapted to fit each country's needs, all thanks to the comparative study. Sharing this 


information could lead to improved relations between nations. 


It is hoped that better informed decision-making and resource allocation in destination branding 
activities would result from this study's practical consequences, thereby maximizing the positive 


influence on nation-building, economic growth, and global involvement. 


In short, the importance of this study lies in the theoretical understanding it contributes to, the 
methodological approach it takes, and the practical recommendations it offers to stakeholders 
involved in crafting and implementing effective branding strategies for destinations. This study 
tries to fill a gap in the literature by comparing the United Arab Emirates (UAE) and Nigeria to 


better understand how destination branding may be used to shape a country's international image. 
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Chapter 2 


Literature Review 


2.1 Introduction to the Literature Review 

The purpose of this review of the literature is to investigate the existing body of knowledge and 
research about the influence of destination branding on nation building, with a particular emphasis 
on the United Arab Emirates (UAE) and Nigeria. Building a nation is a process that is difficult and 
comprehensive. It entails the establishment of a shared national identity, the promotion of social 
cohesiveness, and the cultivation of a strong sense of collective pride among a population that is 
varied. On the other side, destination branding is a strategic technique that governments apply in 
order to shape their image on the global arena, in order to attract tourists and investors, and in 


order to establish international partnerships. 


In a variety of settings, a large number of academics and researchers have investigated the 
connection between nation formation and the process of branding a destination. Their research has 
helped shed light on how efficiently building a country's image can influence that country's 
reputation, global status, and domestic cohesion. The potential for destination branding to 
contribute to the socioeconomic progress, political stability, and cultural preservation of a nation 
is the reason why this link is so significant. Through the use of a comparative analysis of the United 
Arab Emirates and Nigeria, the purpose of this literature review is to determine the degree to which 
the two countries' destination branding strategies have influenced the construction of their 
respective nations, as well as to find any similarities and discrepancies between the two countries' 


approaches. 


When we look at the available literature, we find that there are many different key themes and 
dimensions. These include the function of tourism as a catalyst for nation building, the influence 
of branding on national pride and identity, the relationship between soft power and destination 
branding, as well as the obstacles and opportunities faced by the United Arab Emirates and Nigeria 
in their respective efforts to brand themselves. This review aims to give a complete theoretical 
underpinning for understanding how destination branding might impact nation-building efforts in 
a variety of national contexts by critically assessing these themes and focusing on how they interact 


with one another. 
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In addition, the purpose of this study is to highlight the significance of this comparative analysis 
in terms of its contribution to a broader understanding of the interplay between destination 
branding and nation building by investigating the gaps and limits that currently exist in the relevant 
body of research. With the help of this investigation, we hope to be able to offer insights and 
recommendations that can inform policymakers, stakeholders, and destination marketing 
practitioners in both countries and beyond. This will enable them to capitalize on the potential of 
destination branding as a tool for promoting national unity, fostering international relations, and 


driving sustainable development. 


2.2 The Concept of Destination Branding 

2.2.1 Definition and Evolution of Destination Branding 

Destination branding is an evolving strategy that uses a variety of tools to promote a desired image 
of a country to potential visitors (Kladou, Kavaratzis, Rigopoulou, Salonika, & Management, 
2017). Positioning the country in the global market to attract visitors, investors, and other 
stakeholders requires deliberate marketing and communication activities. Branding a place with 
the intention of attracting more visitors, investors, and positive attention to the country as a whole 


is known as "destination branding (Hemmonsbey, 2019). 


Destination branding has evolved and been better understood thanks to years of work by academics 
and industry professionals. The work of is considered a classic in the field by Merrilees, Miller, & 
Herington, 2009), whom it was that first coined the term "Marketing Places." They underlined the 
significance of adopting the same branding ideas used by corporations to governments and regions. 
This point of view recognized that nations, like products, can be branded and marketed in order to 


accomplish goals. 


Globalization, technological progress, and shifts in customer preferences are all contributors to the 
development of destination branding. Destination branding used to be all about showcasing the 
sights and activities available to visitors. Culture, history, sustainability, and one-of-a-kind 
activities are just few of the features being included in modern destination branding plans (Gartner 


& Diplomacy, 2014; Stephens Balakrishnan & Development, 2008). 


Destination marketing in the modern era is all about connecting with people all over the world 


through various digital mediums. A destination's image and perception among potential tourists is 
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significantly impacted by social media influencers, user-generated content, and interactive 


initiatives (Kavaratzis & Ashworth, 2005; Ong & Ito, 2019). 


Additionally, governments, local communities, corporate firms, and non-governmental 
organizations all have a role to play in destination management, which highlights the necessity for 
a comprehensive approach. By taking a holistic strategy, we can guarantee that our destination's 
marketing will accurately reflect our visitors’ actual experiences and services (Risteskia, 


Kocevskia, Arnaudov, & Sciences, 2012). 


Sustainable tourism has been increasingly important to marketing destinations in recent years. 
Destinations are shifting their marketing approaches to cater to tourists' growing need for genuine, 


principled, and eco-friendly adventures (P. Hanna et al., 2018). 


Destination branding has evolved beyond the travel industry as nations realize the value of 
presenting a favorable image to the rest of the world in order to win over investors, expand trade, 


and strengthen diplomatic ties (Mai'a & Melissen, 2015). 


In general, the development of destination brands represents the ongoing response to shifting 
global dynamics and customer preferences. To build a compelling and genuine image of the 
country on the international stage, successful destination branding campaigns combine traditional 
and digital marketing strategies, incorporate sustainability concepts, and connect with destination 


management practices. 


2.2.2 Theoretical Frameworks in Destination Branding 

The idea of the destination's "personality" is a key inspiration for the branding of tourist spots. 
According to Aaker (1997), "brand personality" is the attribution of human characteristics to a 
product name. The destination personality idea holds that presenting a location with certain 
characteristics might shape how visitors perceive and enjoy their time there (Aaker, 1997) Those 
looking for excitement might be drawn to an active and exciting resort, while those in search of 


peace and quiet might prefer a more tranquil setting. 


In addition, the influence of destination branding on tourists can be comprehended with the aid of 
the transformational tourism theory proposed by Cavender et al., (2020). The purpose of this idea 
is to examine the ways in which travel can help individuals develop and change. Branding 


initiatives that highlight a location's potential for personal growth and transformation are more 
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likely to entice visitors in search of these kind of experiences (Cavender, Swanson, Wright, & 


Education, 2020) 


The incorporation of these theoretical frameworks improves our comprehension of the mental and 
emotional components of destination branding. While the place attachment theory underlines the 
function of branding in encouraging emotional relationships between visitors and their 
destinations, the self-congruity hypothesis emphasizes the need of harmonizing a destination's 
image with the tourists' self-concept to build meaningful connections. How branding might affect 
travelers' motivations and experiences is studied further via the lenses of the destination personality 


theory and the transformative tourism theory (Zhang, Kim, Yim, Hyun, & Chai, 2022) 


These theoretical underpinnings shed light on the nuances of destination branding and its power 
to shape travelers' impressions and decisions. By taking into account these models, destination 
marketers and politicians may develop more compelling branding strategies that speak to the 
needs, wants, and dreams of vacationers. Putting these theoretical insights into practice can boost 


destination identities, visitor numbers, and competitiveness as a whole. 


2.3 Nation Building and Its Components 

2.3.1 Definition and Objectives of Nation Building 

Social cohesiveness and a shared sense of national identity are key components of any successful 
nation-building effort. Nation building, according to Varga & Criticism (2013), is the process of 
consciously and persistently creating a shared narrative and history that bonds citizens together. 
Included are initiatives to foster national pride and solidarity by emphasizing the country's 


common history, beliefs, and aspirations (Varga & Criticism, 2013). 


According to De Cesari (2020), the state must aggressively promote and maintain cultural symbols, 
customs, and legacy in order to strengthen national identity as part of the nation-building process. 
The state's cultural programs and regulations are part of its larger effort to create a cohesive nation 
by encouraging a feeling of shared history and culture among its population (De Cesari, 2020; 


Kavaratzis & Ashworth, 2005). 


A nation's identity and its residents' sense of solidarity are formed in large part through their 


educational system. Educational institutions aid in the process of nation-building by advocating 
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for a uniform curriculum that does justice to the country's history, values, and culture (Khader & 


Science, 2012) 


Mass media, including television, radio, and the internet, also play a significant role in shaping 
national identity and fostering social cohesion. In their book " Social inclusion of people with 
disabilities: National and international perspectives," Rimmerman. (2013), examine how media 


can influence the construction of a national identity in multiethnic societies. (Rimmerman, 2013) 


It is possible that protecting and promoting a country's cultural heritage will prove to be an 
effective instrument in the process of nation-building. A nation can fortify its identity and cultivate 
a sense of belonging among its population by preserving its historical sites, traditions, and cultural 
representations. In his article titled "Cultural heritage management in Myanmar: A gateway to 
sustainable development," which was published by the European Institute for Asian Studies in 


Brussels, Belgium, Facchinetti delves more into this subject. (Facchinetti, 2014). 


In post-conflict communities, attempts to build a nation are especially important for the purposes 
of healing wounds, reconciling divides, and reconstructing a sense of common identity. " In post- 
conflict communities, achieving a symbolic sense of closure through remembering, reparation, and 
revenge. The issue of "Journal of Human Rights" that Hamber and Wilson are in charge of editing 
dives into the function of citizenship education in the process of nation-building after a conflict. 


(Hamber & Wilson, 2002) 


The process of forming a nation is a difficult one that is fraught with many obstacles, particularly 
in communities that are multiethnic or varied. This concept is explored in depth in the book "The 
Challenge of Nation-Building: Implementing Effective Innovation in the United States Army from 
World War II to the Iraq War." Patterson's "Rowman & Littlefield," published in 2014, investigates 


the challenges that are inherent in the process of nation-building. (Patterson, 2014) 


Developing a country's economy is just as important as preserving its culture and history. Building 


a robust economy can be a unifying and inspiring way to serve one's country (Jiang, 2021) 


2.3.2 Role of Destination Branding in Nation Building 
When it comes to molding a country's reputation in other parts of the world, destination branding 
is an extremely important factor, as it can have an effect on a variety of facets of a country's overall 


presence in the world. According to Herrero et al., (2015) cultivating a stronger feeling of national 
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identity and pride among a country's residents can be accomplished through building a better 
reputation for the country as a tourism destination. Destination branding encourages a sense of 
community and an appreciation for one's heritage by drawing attention to the positive aspects of a 
location (Herrero, Martin, Garcia de los Salmones, Rio Peña, & Diplomacy, 2015; McCloskey & 
REVIEW, 2007) 


Effective destination branding can have a positive impact on a country's soft power in addition to 
the positive effect it has on national pride. The ability of a nation to exert influence on other nations 
by allure and persuasion rather than through coercion or force is referred to as soft power. When 
a nation is able to successfully build an enticing brand for its destination, it has the potential to 
increase both its status and its clout on the international stage. This has the potential to lead to 
strengthened diplomatic ties as well as increased international cooperation, as other nations will 


be drawn to interact with and collaborate with the well-branded country (Douglas, 2021) 


The favorable impact that a powerful destination brand has on a nation's economic growth and the 
amount of foreign investment is one of the most significant outcomes of a strong destination brand. 
A captivating image has the potential to bring in more tourists, which in turn can contribute to a 
rise in revenue from activities related to tourism. In addition, the good reputation can entice 
international investors to make investments in the country, as they may view it as a market that is 
lucrative and promising for their own firms. This, in turn, has the potential to contribute to the 


growth and prosperity of the nation as a whole. 


Branding a destination can also play an important part in fostering cultural interchange and an 
awareness of one another's perspectives. It is possible for a nation to pique the interest of tourists 
from all over the world by exhibiting the distinctive cultural history and traditions of its people. 
This cultural exchange has the potential to lead to a deeper appreciation and respect for diversity, 
which in turn can build peaceful connections between individuals who come from a variety of 


backgrounds (S. Hanna, Rowley, & Keegan, 2021). 


In addition, a carefully developed destination brand might entice students from other countries 
who are looking for exceptional educational opportunities. It is possible that educational 
institutions in the country may reap benefits from an influx of outstanding students, which will 


contribute to the sharing of knowledge and the collaboration of research efforts. This intellectual 
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interchange has the potential to elevate the country's standing in the academic community while 


also fostering innovation and advancing the state of the art (McCloskey & REVIEW, 2007). 


Furthermore, destination branding can be used to promote a country as a destination for health and 
wellness tourism, which can be a significant source of revenue for the country. A nation can attract 
tourists looking for rest and leisure, opportunities to rejuvenate themselves, or medical treatment 
by highlighting its natural spas, healing centers, or scenic landscapes. This emphasis on health and 
wellbeing can help to raise awareness of the significance of sustainable practices and well-being 


as a whole (S. Hanna et al., 2021). 


When it comes to shaping a country's image abroad, destination branding is an essential 
instrument. According to Ashworth and Kavaratzis (2010). An improved reputation for a country 
as a tourist destination can boost national pride and foster a stronger sense of national identity 
among its people. Destination branding promotes a sense of community and pride in one's heritage 


by highlighting the positive aspects of a place (Ashworth & Kavaratzis, 2010). 


In addition, as Grillot, (2007) points out, effective destination branding can boost a country's soft 
power, which in turn affects the country's prestige and clout on the global arena. Diplomatic ties 
and international cooperation can be strengthened through the promotion of a well-crafted 


destination brand (Grillot, 2007) 


2.4 Destination Branding in the UAE 

2.4.1 Case Studies and Success Stories 

The United Arab Emirates (UAE) has been able to successfully brand itself as a destination thanks 
in large part to the deliberate combination of the country's rich cultural past with its forward- 
thinking modernism in its promotional efforts. The United Arab Emirates has taken a novel 
approach by marketing itself to visitors as a place where tradition and modernity coexist in perfect 
harmony. This message has resonated with tourists traveling for both business and pleasure. The 
country has managed to attract tourists who are interested in both traditional and cutting-edge 
activities by presenting both traditional and cutting-edge landmarks, such as the Burj Khalifa and 
the futuristic city of Dubai. Ancient landmarks, such as the majestic Sheikh Zayed Grand Mosque 
and historical souks, are displayed alongside cutting-edge architectural marvels, such as the Burj 


Khalifa. This seamless blending of the past and the present in their destination branding has not 


18 


only drawn tourists, but it has also contributed to the preservation and celebration of the UAE's 
rich legacy, which has led to the development of a sense of national pride among the UAE's 


residents (C. Zeineddine & Nicolescu, 2018) 


In addition, the United Arab Emirates' destination branding techniques have evolved to encompass 
more than only the promotion of tourist attractions. They have been working toward making the 
nation a focal point for international gatherings and international conferences, with the goal of 
enhancing the nation's standing as an active and influential participant on the worldwide arena. 
The events that have been organized in Dubai have provided a wonderful platform to exhibit the 
skills and aspirations of the country, which has resulted in millions of tourists coming from all 
over the world. Such large-scale events not only offer economic benefits to the UAE in the form 
of increased tourism and business opportunities, but they also act as a catalyst for cultural exchange 
and diplomatic engagements, further improving the UAE's position as a country with a strong soft 
power presence on the international stage (Swart, Cazorla Milla, Mataruna-Dos-Santos, & 


Themes, 2021). 


The United Arab Emirates' (UAE's) commitment to provide high-end services and hospitality on 
par with the best in the world has been an essential factor in the country's rise to prominence as a 
tourist hotspot. The nation has been able to cater to the discriminating preferences of wealthy 
tourists looking for premium experiences as a result of its investments in high-end hotels, five-star 
resorts, and cutting-edge services. This commitment to excellence has resulted in the United Arab 
Emirates being recognized as a leading destination for luxury travel. As a result, the UAE has been 
able to attract tourists with high purchasing power and stimulate economic growth in the 


hospitality sector. 


Additionally, the United Arab Emirates' (UAE's) attempts to advertise the country as a tourist 
destination have been supplemented with sustainable tourism initiatives. The nation has made 
efforts to establish a balance between the expansion of tourism and the preservation of the natural 
environment, with a particular emphasis on the protection of the environment and the responsible 
behavior of tourists. Not only have eco-friendly housing, wildlife conservation, and the promotion 
of eco-tourism contributed to the preservation of the UAE's natural assets, but they have also 
positioned the country as a responsible global citizen committed to sustainable development. This 


has allowed the UAE to establish itself as a leading advocate for sustainable development. 
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The "Visit Abu Dhabi" campaign, which successfully promoted Abu Dhabi as a top tourist 
destination, is a prime example of the success of destination branding in the United Arab Emirates 
(Longart & Iankova, 2022). Tourism to the city has increased significantly, and the United Arab 
Emirates' (UAE) reputation abroad has been boosted thanks to the campaign's effective execution 


and appealing messaging. 


In addition, Ennis (2018) stresses that the United Arab Emirates' (UAE) destination branding 
initiatives have been defined by a well-coordinated and integrated approach, with a focus on 
promoting one-of-a-kind experiences, cultural heritage, and high-end services. As a result, the 
United Arab Emirates is now seen as a varied destination that caters to a wide range of tourists and 


aids in the country's attempts to build itself up (Ennis, 2018). 


2.4.2 Challenges and Lessons Learned 

The United Arab Emirates (UAE) has struggled with branding issues relating to finding a middle 
ground between modernism and keeping cultural authenticity. Moran & studies (2011) stress the 
significance of preserving a country's cultural identity in the face of rapid technological change. 
The United Arab Emirates (UAE) needs to strike this balance so that its destination branding 
initiatives appropriately reflect the country's past and values, appealing to a wide range of people 
but still coming off as real and authentic. (Moran & studies, 2011; Pereira, Correia, Schutz, & 


Tourism, 2012) 


Moreover, Kotsi et al., (2018) discuss the challenge of managing perceptions of the UAE's rapid 
development and growth, which can impact the nation's brand image. By addressing these 
challenges and adopting a thoughtful and nuanced approach to destination branding, the UAE can 
reinforce its unique identity and effectively communicate its cultural richness to the global 


audience (Kotsi, Balakrishnan, Michael, Ramsøy, & management, 2018). 


2.5 Destination Branding in Nigeria 

2.5.1 Case Studies and Initiatives 

Destination branding efforts in Nigeria have struggled despite campaigns like "Nigeria: Heart of 
Africa" due to unfavorable preconceptions that linger in foreign perceptions (Jida, 2022). To 
successfully promote Nigeria as an attractive and compelling tourist destination, scholars stress 


the importance of addressing these negative impressions. Nigeria can improve its destination brand 
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and attract more foreign tourists by working to dispel negative misconceptions about the country 
and by highlighting its many unique cultural and natural attractions (Jaeger & Bastos, 2021; Pereira 


et al., 2012). 


In addition, Amujo and Otubanjo (2012) stress the significance of developing a coherent 
destination branding strategy to combat unfavorable stereotypes and promote a unified image of 
Nigeria. By highlighting the country's rich cultural history and welcoming people, the country's 
image as a tourist destination can be improved and negative stereotypes about the country can be 


dispelled (Amujo & Otubanjo, 2012; Hudson & Ritchie, 2009), 


2.5.2 Opportunities and Obstacles 
Nigeria has a wealth of natural and cultural resources that might be used to promote the country 
as a tourist destination (Bassey, 2015). Challenges to efficient branding efforts, however, include 


things like security worries and inadequate infrastructure. 


2.6 Comparative Analysis of Destination Branding in UAE and Nigeria 
A comparison of the United Arab Emirates' (UAE) and Nigeria's (NG) destination branding 
initiatives reveals interesting differences in approach and results. The research draws on data from 


both countries to determine what makes some branding efforts successful while others fail. 


2.7 Gaps in the Literature 

There are gaps in the literature about a full comparative analysis of the United Arab Emirates and 
Nigeria, despite the fact that there is already research on destination branding and country building. 
The purpose of this research is to bridge this knowledge vacuum and provide new insight into how 
destination branding affects nation formation across a wide range of cultural, economic, and 


geopolitical settings (Pereira et al., 2012). 
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